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THE TRAVELER SENTMENT INDEX®	  
(2007 – 2014) 
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  SenGment	  IndexTM 
March	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  –	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  2014 
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TRAVELER SENTIMENT INDEXTM 
& CONSUMER CONFIDENCE  
(2008-2014)
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Financial	  Factor	  
%	  
WAVE	  III	  
2013	  
%	  
WAVE	  III	  
2014	  
Change	  
Price	  of	  air	  travel	   53	   40	   -­‐13*	  
Price	  of	  gallon	  of	  gas	   53	   38	   -­‐15*	  
Price	  of	  cruises	   46	   37	   -­‐9*	  
The	  expectaGon	  that	  I	  or	  my	  spouse	  will	  lose	  job	   43	   37	   -­‐6*	  
High	  level	  of	  credit	  card	  debt	   47	   37	   -­‐10*	  
Price	  of	  visiGng	  theme	  parks	  and	  a[racGons	   47	   35	   -­‐12*	  
ExpectaGon	  I	  am	  likely	  to	  make	  less	  money	  this	  year	  than	  last	   44	   34	   -­‐10*	  
Rising	  cost	  of	  health	  care	   46	   33	   -­‐13*	  
Value	  of	  my	  investment	  por_olio	   38	   30	   -­‐8*	  
Price	  of	  hotel/motel/resort	  accommodaGons	   44	   29	   -­‐15*	  
VolaGlity	  of	  the	  stock	  market	   40	   28	   -­‐12*	  
Value	  of	  U.S.	  dollar	  against	  major	  foreign	  currencies	   43	   28	   -­‐15*	  
Price	  of	  dining	  out	  in	  restaurants	   40	   28	   -­‐12*	  
FINANCIAL FACTORS AFFECTING 
LEISURE  TRAVEL INTENTIONS	  
	  
GROWING OPTIMISM 
Very/Extremely Optimistic About: 2011 2012 2013 2014 
Future of my children 69 72 73 71 
My future 71 76 73 70 
Future of my job 56 61 62 63 
Future of my company 58 62 61 60 
Future of America 39 39 41 39 
Future of the world 33 37 35 35 
* Top two box score on a scale of one to five where one equals “strongly agree” and four equals “strongly disagree.” 
A PORTRAIT OF 
AMERICAN TRAVELERS 
 ©	  2013	  MMGY	  Global.	  All	  rights	  reserved.	  
RESPONDENT PROFILE 
 
The most comprehensive analysis of the emerging                                                         
travel habits, preferences and intentions of Americans.   
Ø  n = 2,550 
Ø  U.S. adults (>18 YOA) 
Ø  Annual HHI >$50K 
Ø  400:  HHI $125K-$249K 
Ø  400:  HHI >$250K 
Ø  24th year 
 
	  
MILLENNIALS LEADING THE WAY 
More  
18% 
Same 
64% 
Less 
18% 
Expected Leisure Trips Next Year Versus Last Year 
Total Leisure Travelers 
Millennials Xers Boomers Matures 
More Trips 24 15 17 18 
The Same 62 64 65 61 
Fewer Trips 14 21 18 21 
Net ∆ +10 -6 -1 -3 
OTAS: BEST PRICES 
BRAND.COM: MOST CONVENIENT 
45	   41	  
6	   8	  
38	  
46	  
6	   10	  
Website of an online 
travel agency 
Website of an airline, 
hotel, or car rental 
suppliers 
Directly from travel-
service supplier (over 
the phone) 
Through a traditional 
travel agent (over the 
phone) 
Best prices for travel services Most convenient way to arrange my travel plan 
%	  Agree	  
AN EMERGING CLASS 
38%	  
Access	  
Internet	  
from	  all	  
three	  
devices.	  
“Digital	  Elite”	  
Up	  from	  33%	  in	  2013.	  
SOCIAL MEDIA: 
FOR IDEAS AND  
INSPIRATION 
 
RANKED INFLUENCE OF SOCIAL MEDIA POSTS FROM  
FRIENDS AND FAMILY ON DESTINATION/SUPPLIER SELECTION  
IDEAS/INSPIRATION ADVICE/RATINGS 
COMPARE FEATURES/
PRICES 
MAKE 
RESERVATIONS 
13th 28th 34th 16th 
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